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SCA LEADERSHIP FORUM 2015

DATE
15 January 2015, Thursday
TIME
1300 - 1630hrs
VENUE
Grand Copthorne Waterfront Hotel,
Waterfront Ballroom 3

Participation Fees
Event is free to all Corporate
Endorsers (limited passes) as well
as Premier members
Members
S$125 per person
(S$133.75 incl. GST)
Non-Members
S$225 per person
(S$240.75 incl. GST)

To Register

Premise
The Supply Chain Asia Leadership Forum is an annual event that brings
supply chain and logistics executives and leaders together to discuss
issues and challenges in each upcoming year.
The year 2015 continues to bring intense challenges to the supply chain
world as the global economic development starts to find its footing in an
evolving regional bloc. It is also the year that the ASEAN Economic Bloc
will start to formally move towards its single market vision.
On the domestic front of many countries, e-commerce is expected to
maintain its charge of changing the retail frontier with implications on the
development of logistics infrastructure, software applications and lastmile fulfilment.

EVENT
1300

Registration & Networking

1400

Zheng He: The Art of Collaboration – and its Implication on
Supply Chain*

1500

Tea Break

1530

The Shippers Council – Conversation with Awards Winners

1630

Event Ends & Networking

*All Participants will receive the book “Zheng He’s Art of
Collaboration: Understanding the Legendary Chinese
Admiral from a Management Perspective”.

Email: admin@supplychainasia.org
Website: http://supplychainasia.org/index.php/events/register-for-upcoming-events
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editorial

S

omeone wise once said, “Tomorrow is the first blank page of a 365-page book. Write a good
one.”

A majority of us, if not all, think of the new year as the start to new beginnings, new dreams and
new resolutions. We always hold high hopes that the year will ultimately be better than the last,
that the future is bright and nothing can stand in our way of success.

Paul Lim
Founder/President
Paul.lim@scasia.org

But eventually, problems and challenges will crop up along the way and bring us down. We will wish
for a Restart button or simply hope for a smoother journey in the following year.

Editorial Team
Elliyani Mohd Ali
Manager/Lead Editor
Elliyani@supplychainasia.org

But perhaps there is a better way to manage this inevitability. Perhaps we should not hope for a
problem-free year, but for the courage and strength to handle a challenging one.

Production & Design
Selynn Chew
Creative Designer
Selynn@supplychainasia.org
Advertising Sales
General Enquiry
Editor@supplychainasia.org
Events & Marketing
General Enquiry
Admin@supplychainasia.org
Administration & Finance
Jane Lim
Administrator
Jane.lim@supplychainasia.org
Carol Chong
HR/Career Services
Carol.chong@supplychainasia.org

After all, 2015 is expected to be filled with plenty of excitement, apprehension and uncertainty for
the supply chain industry. For example, the ASEAN Economic Community (AEC) is slated to be
ready by the end of year. Although we look forward to pounce on the opportunities that AEC will
bring, many of us remain unclear on how the processes are set up and how much of our current
business operations will be changed by this single market vision.
We remain practical and realistic that it may take awhile for AEC to truly take effect. Challenges
will arise, and there is no doubt that some losses will have to be made before the gains come into
place. Similarly in our personal lives, while we have made new year resolutions to lose weight or
be better people, we will encounter barriers that hold us back.
We will fail sometimes, and that is fine. But it is important that we hold firm to our belief and strive
ahead. Let’s take a deep breath and plunge ahead courageously.
Don’t lose steam for the fight ahead. Happy New Year, everyone.
Cheers,
The Supply Chain Asia Team

Corporate Endorsers
Platinum

GOLD

SILVER
Supply Chain Asia Magazine (MICA (P)126/05/2014) is published
by Supply Chain Asia Community Ltd. All rights reserved. No part
of the publication may be reproduced without prior permission
from the publisher. For subscription and other enquiries, please
visit www.supplychainasia.org.
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SUPPLY CHAIN ASIA
CONNECTING A COMMUNITY
Supply Chain Asia is a not-for-profit professional body
dedicated to bringing supply chain and logistics professionals
in Asia together. Our vision is to create platforms whereby
members of the community can come together to network,
share and learn from one another. Our focus is to enable the
development of collaborative relationships and partnerships.
Our mission is to make Supply Chain Asia your community
of choice.

Vision

www.supplychainasia.org

Connect. Communicate. Collaborate.
By empowering members with platforms to apply these three
crucial Cs, Supply Chain Asia intends to be the Community
of Choice for Logistics and Supply Chain Professionals living
and working in Asia.
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YCH Group Appoints Bennett Neo as
New CEO

press
releases
UPS Partners with 7-Eleven to
Enhance Customer Service at Select
Shell Stations
UPS has announced an exclusive
partnership with 7-Eleven that will see
twenty of its outlets at Shell petrol
stations across Singapore serve as
Alternative Delivery Locations (ADL) for
UPS packages. The service is available
with immediate effect.
This enhanced service was driven by
the growth in e-commerce and online,
cross-border transactions as well as the
need to offer customers in Singapore
greater control over their shipments by
providing them secure and convenient
delivery alternatives.
“The online shopping market in
Singapore is projected to reach S$4.4bn
by 2015, and our customers have raised
concerns about not being available to
sign off on their purchases when they
arrive,” said Ms Ingrid Sidiadinoto,
Managing Director, UPS Singapore.
“We are excited to partner with Shell
and 7-Eleven to help raise the bar on
customer service, giving customers
greater control over their e-commerce
shipments while offering them a
secure and quick option to retrieve their
packages.”

With effect from 1 January 2015, YCH
Group will be welcoming Mr Bennett
Neo on board as its new Chief Executive
Officer to lead the company in executing
its growth strategy. Dr Robert Yap, who
has held the position for over 30 years
and seen YCH Group grow to becoming
Singapore’s leading end-to-end Supply
Chain Company spanning across the
Asia Pacific region, will assume the role
as Executive Chairman for YCH Group.
Mr Neo brings with him over two
decades of corporate experience to the
new role. Prior to his move to YCH Group,
Mr Neo held the post of CEO (Marine)
for EMAS Offshore Services, one of
Asia’s largest offshore support services
players with presence in Asia Pacific,
Australia, Africa and Latin America. Mr
Neo is no stranger to YCH Group, having
been a director on the group’s board
since July 2014 which enabled him to
develop a good understanding of YCH’s
corporate culture, management style
and key value propositions.
“I am excited to be part of the YCH
Family and honoured to have the
opportunity to contribute to the Group’s
growth journey. With the Group’s
strategic
investments,
capabilities
and management commitment, I am
confident of further ramping up the
growth and scalability of YCH with
our partners across our Asia Pacific
network,” said Mr Neo.
Cathay Pacific Cargo signs master
rental agreement with DoKaSch
Temperature Solutions
To better facilitate the shipment of
temperature-sensitive
goods
and
pharmaceutical
products,
Cathay
Pacific Cargo has signed a master
agreement with DoKaSch Temperature
Solutions to rent the latest-technology
active containers, the RKN and RAP
Opticooler. The service will be rolled out
across the airline’s network in the first
quarter of 2015.
“Cathay Pacific Cargo is pleased to
be the first Asian carrier offering our
customers an alternative solution for
their temperature-sensitive air cargo
shipments,” said Mr Mark Sutch, Cathay
Pacific’s General Manager Cargo Sales
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& Marketing. “In a growing market,
and in Asia in particular, we can provide
the entire range of active containers,
enabling us to offer our customers the
best possible air-cargo solution to meet
their needs.”
Mr Andreas Seitz, Managing Director
of DoKaSch Temperature Solutions,
said: “We are very pleased to sign this
contract with one of the leading carriers
of temperature-sensitive goods. We
are convinced that this cooperation
with Cathay Pacific will provide a great
solution for pharmaceutical shippers
and forwarders around the globe.”
Goodman Bullish on Hong Kong as
Logistics Hub But Costs a Concern
Hong Kong can still serve as a regional
logistics hub despite the fast-growing
mainland market, according to Mr
Philip Pearce, the managing director
of Goodman Group’s Greater China
division.
“Hong Kong still has benefits over
[mainland] China as it has a very good
customs regime and it is still very
efficient,” Mr Pearce said. Hong Kong
is a regional distribution centre, and no
taxes are charged on goods coming into
the city and distributed to other parts of
Asia. Because of that, Mr Pearce said,
Hong Kong was important.
Goodman is an integrated property
group with operations in Australia, New
Zealand, Asia, Europe, Britain, North
America and Brazil, and it had a large
portfolio in Hong Kong, Mr Pearce said.

DHL Teams Up with comGateway and
Cheers to Launch New Self-Collection
Service in Singapore
DHL Express has announced a new service
option for comGateway customers,
offering them the choice of collecting their
parcels from their preferred DHL service
point at Cheers and FairPrice Xpress
outlets across Singapore. The new service
option will be rolled out in phases over the
next six months with the first phase being
just in time for the holiday season.
Starting 15 December, comGateway
shoppers can opt for this new service
and select one of the first 17 Cheers and
FairPrice Xpress stores as their collection
point1. The subsequent phase will see an
extension of this service to 30 outlets
island-wide in the next six months.
This new service option is introduced in
response to the growing demand among
online shoppers for more flexibility to
select their preferred time and place for
delivery. There is also a growing number
of online shoppers, particularly the
younger generation, who no longer find
their homes an ideal delivery location as
they usually spend the majority of their
time working or socialising outside of

their homes. This initiative maximises
convenience and flexibility for customers
who lead an on-the-move lifestyle by
enabling them to collect their deliveries at
a designated point close to their work or
meeting place.

group, have begun operating Australia’s
first AutoStore system at its central
distribution centre in Melbourne. Swisslog
Australia supplied the solution which is
the latest technology in tote storage and
Goods-to-Person picking.

Mr Herbert Vongpusanachai, Senior Vice
President and Managing Director of DHL
Express Singapore, said: “At DHL Express,
we constantly innovate to provide our
customers the best service experience
beyond just ensuring that deliveries are
timely. Leveraging our combined networks
and expertise, the strategic partnership
with comGateway and Cheers enables us
to pilot yet another initiative to better meet
consumers’ evolving needs for flexibility.
As e- commerce continues to take the
city-state by storm, this consumer-centric
initiative is a major step forward. We
are looking to introduce self-collection
services to more customers and benefit
more online shoppers in Singapore in the
near future.”

CatchOfTheDay commenced operation
in October 2006 and has since grown to
become Australia’s leading e-Commerce
group, with sites including catchoftheday.
com.au, scoopon.com.au, groceryrun.
com.au, mumgo.com.au and eatnow.
com.au. Swisslog Australia was appointed
to install the new fulfilment and storage
solution in early 2014 with the site recently
going live to become the first AutoStore
system in Australia.

Swisslog Installs State-of-the-Art
e-Commerce Fulfilment System for
CatchOfTheDay
CatchOfTheDay, a division of The Catch
Group, Australia’s largest e-Commerce

Receive
Cargo Clearance
Permits in a flash!

AutoStore has increased storage capability
and throughput within the existing facility
and enabled the better utilisation of space.
At the core of the solution is a storage grid
of 25,000 bins, served by 70 robots, picking
and transferring goods to four Goods-toPerson picking stations. Additionally, the
improved inventory control, operational
flexibility and ease of system expansion
has positioned CatchOfTheDay for future
growth.

Total
Fee Waiver
till 31st March
2015

Return permit. Reduce time. Reuse data.

TradeXchange® Permit Return Service transmits ALL approved
permits securely to Traders and their authorised partners via
TradeXchange® instantly. Traders can also choose the data format
option to allow easy processing into their computer systems.
To find out more, email to
tradexchange@crimsonlogic.com

Operated by:

www.tradexchange.gov.sg
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Manufacturing
Trends that
will Shape the
Market in 2015

By John Hines, Area Vice President, South Asia and India,
Verizon Enterprise Solutions

A

s we kick off 2015, it is time
to look at emerging trends
that will impact 21st century
manufacturing around the globe. One
thing that can be said for certain –
Asia is well on its way to being the
global manufacturing hub.
According to Deloitte’s 2013 Global
Manufacturing
Competitiveness
Index, Asia will be home to 10 of
the world’s 15 most competitive
manufacturing nations by 2018. While
this rise will be, unsurprisingly, led
by China and India, it will also be
supported by the strong Southeast
Asian quintet of Singapore, Vietnam,
Indonesia, Malaysia and Thailand.

About the Author
John Hines took on his current role
as Area Vice-President for South
Asia and India in 2010. His specific
responsibilities include managing
Verizon Enterprise Solutions in
Singapore, India, Malaysia, Thailand,
the Philippines, Indonesia and
Vietnam.

The entire supply chain ecosystem
— encompassing manufacturers,
distributors and retailers — is
undergoing a business transformation.
As per a Verizon-commissioned
Harvard Business Review study, “The
Digital Dividend”, this is primarily
in response to changing customer
behaviour
and
expectations,
which was cited by 68 per cent of
manufacturing respondents to be
the driving factor for change in the
industry. Other factors include the
rising Internet and mobile economies
that is changing dynamics involving
time-to-market and intense global
competition.
Stakeholders throughout the supply
chain have to adjust their business
models to remain economically
viable. Retailers must sell products
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faster and at competitive prices,
manufacturers
must
accelerate
production cycles and distributors
must shorten delivery times.
However, advances in technology
— coupled with changing labour
demographics
—
are
helping
businesses stay relevant in these
changing times. Here are five
manufacturing trends that will impact
the industry in 2015:
‘SMAC Stack’ Adoption
to Gain Speed
A manufacturing comeback is being
driven by SMAC — social, mobile,
analytics and cloud. The SMAC Stack
is becoming an essential technology
tool kit for enterprises and represents
the next wave for driving higher
customer engagement and growth
opportunities.
SMAC demands that manufacturers
focus not only on building quality
products and developing best in
class production processes, but also
manage and develop the knowledge
and communications networks that
surround those products.
The need to innovate is forcing
cultural change within a historically
conservative “if it’s not broke don’t
fix it” industry, and SMAC is helping
early adopters in the manufacturing
market increase efficiencies and
change.

Social Media to Further Impact
Business Model Innovation
According to an Infor-sponsored
IDC white paper, “The Future of
Manufacturing”, social media is
forcing manufacturers to become
more customer-centric. The traditional
business-to-business model (B2B) is
becoming outdated because today’s
connected costumers are better
informed and expect products on
demand.
A recently completed Social Buying
Study from IDC concluded that 75
per cent of B2B buyers use social
media to support purchase decisions.
Customers compare, select or buy
multiple products with a tap of their
smartphone or tablet, and social
media has become their preferred
communication
platform.
This
purchasing style is not only having
an impact on brand-oriented value
chains, but is transforming traditional
B2B to B2B2C models.

Internet of Things (IoT) Will
Increase Automation and Job
Opportunities
A renewed focus on science and
engineering education is cultivating
a manufacturing workforce that can
manage highly technical systems
and allow for greater automation.
This frees up employees to put their
talents to work on R&D which is
helping to redefine what it means to
have a career in manufacturing.
In addition, IoT allows for conditionbased
maintenance,
drives
efficiencies as businesses save on
labour and service costs. According to
Frost and Sullivan, IoT spending in the
manufacturing industry is expected
to be one of the fastest growing
markets in APAC, growing at a rapid
rate CAGR of 52.7 per cent between
2014 and 2020.
Greater Capital Investment
Though the slow economic recovery
continues to hinder expansion and
growth opportunities, countries in
Asia Pacific becoming more open
with recent government and industry
reports showing an uptick in capital
investment funding.
As manufacturers become focused
on
capturing
value
through
innovation, original design and speedto-market, they are increasing spend
for upgrading plant, equipment and
technologies.

The Emergence of
“Next-Shoring”
The rise of a more technical labour force
to manage supply chain operations —
combined with rising wages in Asia,
higher shipping costs and the need
to accelerate time-to-market to meet
retailer and consumer demands —
has led to more companies shifting
their manufacturing strategies from
outsourcing overseas to developing
products closer to where they will be
sold.
“Next-shoring,” as this tactic has been
dubbed, allows manufacturers to
increase the speed at which product
is replenished on store shelves. The
faster inventory can be moved to
the consumer, the sooner the costs
to warehouse, ship and dock goods
can be freed up. No need for massive
factories, warehouses and container
port infrastructure, just a means to
ship bulk products efficiently. Markets
that have historically relied on
industrialised nations can now design
and manufacture their own goods, for
their own unique needs.
These are some of the gamechanging trends expected to impact
manufacturing in 2015. As the
industry continues to evolve, with
Asia Pacific set to become the heart
of global manufacturing activity, it will
be exciting to observe which of these
trends will take off and what the
implications for manufacturers and
customers will be.
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Making it add up where it
counts: freight cost control.
Paper is patient, controllers aren’t.
And that’s how it should be. Freight
invoice control can be automated. In
fact, it should be. Don’t lose time or
miss out on catching discrepancies.
Happy controllers.

But, how can a paper invoice be
checked electronically? Freight invoice
scanning or electronic invoicing, it all
works. Or, switch to credit notes and
avoid it all together. Good deal.

Three Paths to Efficient
Freight Invoice Auditing

It doesn’t stop with the invoice. Where
are the freight costs booked once the
charges are paid? Electronic rules
provide automatic re-allocation to
business units, departments, cost
centres, etc. All sorted.

Download free white paper at
www.aeb.com.sg/freight

Of course, that’s not all. What else? Find out at www.aeb.com.sg/freight – or call us.

Software, consultancy and services for global trade and supply chain management
www.aeb.com.sg | info@aeb.com.sg | or call +65 63379300
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Conquering the
United Arab Emirates
How your company can successfully trade in the Middle East
By Michael Frigo, Country Manager Singapore, Atradius

I

n 2009, the emirate of Dubai in
the United Arab Emirates (UAE)
found itself caught in the middle of
the debt crisis. Its real estate sector
faced a very challenging time and
this resulted in some rescheduling
of its debt. Yet the emirate quickly
recovered, with Dubai World seen to
pay off its debt ahead of schedule.
With the recovery of one of its key
emirates, the UAE has grown in
strength and is looking forward to
years of growth. It remains one of
the most viable places to work and
establish companies, thanks to its
relatively strong economy and the
presence of 38 free trade zones, with
nine more under construction. The
presence of these free trade zones
makes it possible for companies to
operate with 100 per cent export
tax exemptions, 100 per cent
repatriation of capital and profits,
and for employees to be exempted
from income taxes. It is the UAE’s
expertise in shrewd trading that
continues to be its strength, which
has been bolstered by wealth from oil
and gas.
These factors make the UAE a
viable market where exporters can
introduce their products. However,
foreign exporters need to make some
important decisions when venturing
into this market. Below are some
principles which business people
have to take note of when trading in
the UAE.

Choose the Right Route into
the Market
There are essentially three ways
to get into the UAE market: direct
exporting, via an agent or agents
in the Emirates or by establishing a
physical presence in the market. The
first of these, while simple, may not
be the best solution if you are looking
to achieve high growth. Engaging
a distributor, franchisee or licensee
may be a better option, but the laws
contain a high level of protection for
local ‘agents’ (in UAE law, the term
‘agent’ encompasses all of the above,
as well as ‘agent’ in the usual sense).
Agents may be able to register their
agreements with the Ministry of
Economy in certain circumstances
and that places added obligations
on principals. Rights conferred on
the agent by registration include a
right to receive compensation on
termination (even where that occurs
in accordance with the contract) and a
right to block imports of the principal’s
products of which the agent is not the
consignee.
Most foreign principals appointing
local agents take steps to avoid the
application of this law. Establishing
a physical presence in the UAE can
take several forms: usually by setting
up one or more branch offices, or a
limited liability company. A branch of a
foreign company must have a sponsor
– called a national agent - who must
be a UAE national or a company
wholly owned by UAE nationals.
Similarly, a UAE company must be
at least 51 per cent owned by UAE
nationals (although these rules are
relaxed for the nationals of other
Gulf Cooperation Council countries,
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namely the Kingdom of Saudi Arabia,
Qatar, Kuwait, Oman and Bahrain).

Take Time to Understand the
Importance of Islam

Respect Local Regulations when
Advertising

The UAE has also established various
free zones, each of which applies
its own company laws. Technically,
these companies are ’off-shore’ so
there is no automatic right to trade
in on-shore UAE. Foreign companies
are permitted to establish branches
or set up subsidiaries in a free zone
without the need for local ownership
or sponsorship.

The UAE’s culture is rooted in Islamic
tradition: Islam is the official religion
of the UAE and pervades all aspects
of life, both social and business. And,
while there is a level of acceptance
of other faiths and cultures – after all,
the population of the UAE is made
up largely of ‘expat’ foreigners – it is
essential to show respect for Islam
and courtesy in the way that you act
when visiting the Emirates and when
conducting business dealings there.

This is in many ways connected to
the previous principle. Advertising
standards in the UAE place great
emphasis on the need for respect
for religious and political institutions,
and for the cultural and social values
prevalent in the UAE. For example,
they prohibit any advertising of
alcohol and tobacco, or the use of
content that breaches public morals.
Advertisements
for
medicines,
pharmaceutical and food products
all require the prior agreement of the
relevant authority. Advertisements
must use standard Arabic or the
local Emirati dialect. Permits are
required for most types of outdoor
advertising, as well as for prize draws
or promotions.

Check that There is Demand for
your Products & Services
Unless you are in the business of
supplying crude oil, which the UAE
already has in abundance, there is a
very good chance that your products
and services will be in demand in the
UAE. The UAE economy has gained
momentum since 2011, and this has
given a boost to many construction
projects, its appetite for foreign
goods and its tourism industry.
The main imports are consumer
goods, machinery and transportation
equipment, chemicals and food.
But the UAE is also committed
to high quality education and
healthcare, and is investing heavily
in its infrastructure and information
and communication technology (ICT),
creating opportunities for many areas
of foreign expertise and partnership.

11 digiMag

Indeed, that word - ‘respect’ – neatly
sums up the way that you will be
expected to present yourself in
negotiations. Dress modestly, but do
not try to adopt the UAE’s traditional
clothing as this may be perceived as
offensive. Emirati companies tend to
be extremely hierarchical, so bear this
in mind at meetings and greet the
most senior person first. Always use
the right hand to shake hands, to eat
or to distribute documents.
Business in the UAE is usually
conducted between Sunday and
Thursday, with rest days on Friday and
Saturday. The initial meeting will serve
to build trust, so do not try to hurry
negotiations. Arab coffee and pastries
are a traditional accompaniment to
meetings, and it would be rude not to
accept. There are many more do’s and
don’ts to Islamic business culture, so
taking time to familiarise yourself
with them is essential. Chambers of
Commerce for each of the Emirates
can be helpful in this respect, as
can an Emirati agent. Indeed, having
an agent or other Emirati business
acquaintance will be helpful in making
the introductions to your potential
customers or business partners.

Despite its strict advertising laws,
media advertising in the UAE is
a thriving business. Indeed, one
key aim of the UAE’s advertising
standards is to develop this sector as
a vital economic development tool for
the UAE.
Comply with Customs Laws
The UAE is a member of the Gulf
Cooperation Council (GCC), which
has established the main structure of
the UAE’s import regulations. This in
some ways simplifies the import of
goods into any GCC country, because
of the ‘single port of entry’ principle
which states that imports into the
UAE or any other GCC country are
subject to customs duty only at the
first GCC port of entry.
The GCC’s Common External Tariff
of five per cent of the value of goods
is levied on most imports, except for
imports destined for the UAE’s free
trade zones. Alcohol and tobacco
attract a higher rate, while some
categories of goods, including certain
agricultural products, printed material
and pharmaceuticals are exempt.
Goods imported for industrial or
manufacturing purposes may also be
granted exemptions.

The ports in Dubai and Abu Dhabi are the main ports of entry into the UAE. In general, customs clearance
would require the foreign exporter to provide:
· An import goods declaration
· Delivery order
· Original bill of lading
· Invoice
· Certificate of origin
· Packing list with harmonised system (HS) code
Some goods are either restricted or prohibited entry, and the UAE Customs authorities rigorously enforce
the rules concerning such products. For information concerning these products, and for full details of GCC
customs regulations, contact the Chamber of Commerce of the Emirate with which you are dealing.

Conclusion
Atradius’ UAE country manager Mr Schuyler D’Souza explains why this is such a promising export market: “The UAE is the
Middle East’s most dynamic market. It’s a strategic hub for foreign trade in the Middle East and the only Gulf nation with
a well-defined free trade policy, encouraging imports for both domestic consumption and re-export. That is greatly aided
by the UAE’s well-developed ports and modern transport, communications and business infrastructure, and of course the
high standard of living and tax free income of its residents.”

About the Author
Michael was appointed to his present position as Country Manager for Singapore
at the start of 2012, following three years where he played a significant role
in establishing the Atradius Singapore office as an important regional risk
underwriting centre in Asia.
Michael joined Atradius in 2008 as Senior Underwriting Manager in Singapore
after a decade with Bank of New Zealand, where he specialised in cashflow
lending and project finance. After joining Atradius, he was instrumental in the
migration of the South East Asian risk underwriting function from Atradius’
Sydney office to Singapore as well as managing the Japan underwriting team.
As Country Manager, he is responsible for Atradius’ commercial operations in
Singapore and the wider South East Asian region involving the management
of Atradius co-operation partners that issue policies in Malaysia, Thailand,
Philippines, Indonesia and Vietnam.
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Integrated
Business Planning:
Retail’s Therapy
By Mike Reed, Managing Partner, Oliver Wight Asia Pacific

A

s the saying goes, ‘change
is the only constant’, and
nowhere is that truer than in
the retail industry.
Following years of tough conditions,
at last the market is showing positive
signs; it is forecasted that Asia and
Australasia’s retail sales will grow
by 6.7 per cent in 2015. But with
rapid and unpredictable changes in
fashion and consumer preferences,
and substantial seasonal variations,
retailers have their work cut out.
Couple this with growing competition
from overseas, rising customer
preference for online shopping,
and ever-strong demand for lower
cost products, incremental change
is not enough. Retailers need a
transformational change to ensure
their business models are up to
scratch in the new retail climate.
Integrated Business Planning (IBP),
with its power to plan the business
over a 24-36 month rolling horizon,
is a retailers’ most potent weapon.
Couple this with a Collaborative
Forecasting
and
Replenishment
process and retailers will not only
survive, but flourish.
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Integrated Business Planning Tops
Retailers’ Wishlist
Retailers have always strategically
planned for store growth, but too
often they have lacked the proper
processes to be able to assess how
these activities impact the committed
plan over a long enough horizon to
make cost-effective trade-offs and
establish contingency plans.
The greatest benefits of IBP are the
integration of business planning
processes over this longer horizon
and the transparency of plans. With
IBP, the senior executive team has
an accurate and holistic view of the
organisation over a 24 to 36-month
rolling horizon, thus providing retailers
the perfect platform to innovate
and respond positively to changing
conditions, in plenty of time.
Initially a Sales and Operations
Planning (S&OP) tool, IBP has evolved
over the past 30 years to extend the
principles of S&OP throughout the
supply chain, product and customer
portfolios, customer demand and
strategic planning, to deliver one
seamless management process.

Powered by a monthly planning and review cycle, IBP has five sequential steps:
1.
2.
3.
4.
5.

Product Portfolio Management Review
Demand Management Review
Supply Chain Review
Integrated Reconciliation Review
Management Business Review

Buying Into the Process
So where does IBP in the retail environment begin? While
everybody in the organisation needs to buy in to IBP, and commit
to it, ultimately that commitment has to begin at the top. Failure
to gain executive backing means the process is destined to fail.
Then, process owners are needed for each of the five key monthly
steps to fully embed the new model.

The Product Management Review

Demand Review

Supply Review

The primary purpose of the product
management review is to plan and
manage product portfolios, including
new product launches, pricing
strategies, seasonal event plans, and
financial appraisals of margin goals.
As with any best-in-class IBP review
meeting, primary focus should be
on exceptions, and making strategic
decisions; centring on events and
plans with planning horizons of four
to 24 months.

The IBP demand review meeting
typically occurs two to four days after
the product management review.
The primary purpose of the demand
review is to reach consensus on
the demand plans and forecasts,
by merchandising category, store
format and online sales, with a
rolling planning horizon of a one to
24 months at an aggregate product
level. Crucially, this is when actions
are developed to close gaps or exploit
opportunities to drive more sales.

The supply review meeting is the next
sequential step, typically two to four
days after the demand review. The
main objective of the supply review
is to assess the retail supply chain
capabilities for store-level, as well as
distribution centre order fulfilment,
over a rolling planning horizon of one
to 24 months at an aggregate product
level.
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Integrated Reconciliation and
Financial Appraisal
The integrated reconciliation (IR) step
is used to resolve issues discovered
during the monthly IBP review cycles.
The goal of the IR step is to resolve
as many issues as possible without
having to escalate them to the
executive-level MBR. For issues that
are not resolved prior to the MBR, the
IR team members will formally define
the issue, broker solution alternatives,
and ensure recommendations are
provided to the senior executives at
the MBR for so they can make an
informed decision.
Management Business Review
The MBR is a decision-making
meeting, focused on a rolling
business horizon of four to 24
months. The highest level executive
in the retail organisation, typically the
CEO, president, or general manager,
is the executive sponsor and process
owner of the MBR. Attendees are the
process owners of each review, and
include the CFO as well as the IBP
process leader.
Collaboration in the Bag
Over the past decade, IBP has evolved
to reach the supply chain collaboration
stage – whereby, the IBP process
is integrated up and down the value
chain. No longer is just a single node
of the supply chain optimised, but
several. Imagine a collective mindset
of delivering superb customer service,
at a fraction of the competitors’
costs, complete with seamless
flow of demand information, and an
intense collaboration in managing the
highly uncertain area of bringing new
products to market. Seem attractive?
IBP equips retailers with the tools to
strategically share excellent customer
service,
capability
readiness,
contingencies for uncertainty, valuechain profit-to-serve and collaborative
competitiveness across the supply
chain.
And the benefits of collaboration
do not have to stop there. Leading
companies who continue to migrate
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towards excellence in business
processes and strengthen their
supply chain are realising the
benefits of linking two leading
supply chain best practices together:
Integrated Business Planning and
Collaborative Planning Forecasting
and Replenishment (CPFR®).
While CPFR® is the leading external
collaboration tool - covering a lot of
details, with a near-term planning
horizon of weeks/months - IBP is
a powerful internal management
process, looking at the wider strategy
and focusing on the long-term 1824 month rolling horizon. By linking
these two successful tools, each
becomes even more effective, and
the collaborative benefits even
greater. Not only is it the logical
step in improving forecast accuracy
and supply chain collaboration, it
provides early warning of demand
and supply synchronisation issues
between partners, allowing them to
work together to develop win-win
solutions.
Retail Success
Collaboration makes good business
sense. Retailers need to optimise
their profits, but not at the expense
of sacrificing customers’ needs. IBP
really bears fruit once integrated up
and down the supply chain, and when
it is linked with CPFR®, retailers find
themselves in a stronger position still;
able to fend off industry uncertainty,
and equipped to handle changing
consumer habits, global competition
and the need for constant innovation.
Retail IBP is the most powerful
weapon for success.

About the Author
Mike combines specialist expertise in
strategy management, product and
portfolio management and integrated
business planning with 25 years hands-on
experience working in industry, to deliver
change management projects with lasting
results.

Customers demand
more sustainable
supply chains
By Joacim Vestvik-Lunde, Senior Communication Officer, DNV GL

S

ustainable supply chains climb
the corporate agenda as a
consequence
of
increased
market demand. This is the key
finding from an international survey
conducted by DNV GL and the
research institute GFK Eurisko on
more than 2,160 professionals from
businesses in different sectors in
Europe, the Americas and Asia.
“With globalisation and the increase
in the number of intermediaries,
a secure and defendable supply
chain is important in order to avoid
disruptions that can affect business
performance. Sustainable sourcing is
a fast developing requirement, driven
by customers. Companies that do not
act will have a hard time competing,”
says Mr Luca Crisciotti, CEO of DNV
GL - Business Assurance.
When choosing a supplier or making
buying decisions, 96 per cent of the
companies consider sustainability
aspects, with low environmental
impact as the most important aspect
(56 per cent). Health and safety of
workers (51 per cent) and economic
aspects (43 per cent) follow. Ethics
comes next (29 per cent), with
proportions higher than average
among sustainability “leaders”, i.e.
companies with a mature capability
to handle the supply chain in a
sustainable way (+9 per cent vs
average).
Forty-two per cent of firms already
adopt formal supply chain strategies
contemplating sustainability; this
percentage rises to 57 per cent for
bigger corporations and 81 per cent
for leaders.
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Main Reasons for Sustainable
Supply Chains
Eighty per cent of companies
experienced pressure from their
customers to demonstrate the
sustainability of their supply chains.
Of all the stakeholder groups,
customers are the most interested
in sustainability. They are driving this
more than the authorities (33 per
cent) and other external stakeholders,
such as local communities (seven
per cent), NGOs (four per cent) and
unions (two per cent).
Key Initiatives
Even though most companies feel
they are just getting started, they are
making concrete efforts to make their
supply chain more sustainable.
So far, supplier audits are the most
common initiative. Forty-one per
cent of companies claim to have
undertaken one in the last three
years (rates reach 57 per cent for
leaders). The proactive adoption and
communication of an ad-hoc strategy
proved to be quite widespread among
leaders (60 per cent) and bigger
corporations (one in three). Among
small companies only 15 per cent
companies did this and 36 per cent
did not undertake any activity at all.
Among the sectors, with 47 per
cent of companies having conducted
audits and 36 per cent adopting and
communicating specific sustainability
policies, F&B stands out as one of the
most active industries.

A lot remains to be done. Two-thirds of companies limit their activities to tier 1
suppliers, meaning those companies they buy from directly, without any real
control of other activities upstream in the supply chain.
Main Obstacles & Main Benefits
Companies are hindered from progressing on sustainable sourcing for two
reasons: economic shortages and the lack of a clear and harmonised frame of
reference. Conflicting demands from customers (22 per cent), lack of consensus
on what to do (21 per cent) and resistance from companies in the supply chain
(20 per cent) are barriers.
Despite these difficulties, benefits outweigh costs for 40 per cent of the
companies. Ability to meet customer needs (54 per cent) is the top reason.
Leaders are those benefiting the most in terms of improving their market
performance: increased market share (45 per cent), competitive advantage (52
per cent) and enhancing brand reputation (59 per cent) are key explanations.
Future Outlook
Companies expect supply chain sustainability to become more critical for
market success, both when it comes to meeting customer needs (+2 per cent)
and most of all to gain a competitive edge (+19 per cent), improve market share
(+17 per cent) and enhance their brand reputation (+seven per cent). Sixty-six
per cent of the companies surveyed expect to improve the sustainability of their
supply chains in three years’ time.
“To face tomorrows’ business climate, three basic steps have to be taken.
Firstly, companies need to understand their key stakeholders’ expectations with
respect to the sustainability of their supply chain. Secondly, they need to clearly
define their own expectations, inform their suppliers and require them to act
coherently. Lastly, it is fundamental to develop a method to check and make
sure that all the members in the supply chain understand and implement the
requests,” says Mr Crisciotti.

About the Author
Joacim Vestvik-Lunde is senior communication officer in DNV GL, a leading
provider of classification, certification, verification and training services. Its
origins go back to 1864, and today the company operates globally in more than
100 countries with its 16,000 professionals dedicated to helping their customers
make the world safer, smarter and greener.
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Markus Meissner
Managing Director, AEB

Slow & Steady
in Asia’s Tech Race

A

sia is at the stage of a fascinating evolution. From being the low-cost
manufacturing darling of the industry, to the provider of higher value services
for the world, the economic landscape of the region is in the middle of a
massive transformation. With this dynamic change comes the inevitable revamp of
supply chains in order to support the region’s business growth. As a result, it would
be logical for technology and innovation to be the centre stage on every supply chain
manager’s agenda in Asia.
But that is not the case at the moment. The technology take-up rate in Asia remains
low compared to its phenomenal growth worldwide. Mr Markus Meissner,
Managing Director of AEB, considers low-level labour wages still a determining
factor in this equation.

“Despite its continued progress and advancement, the region still offers comparably
low-cost labour. This particularly applies to the warehouse and transportation sector,
which is at the heart of global supply chains and subject to strong competition. So
naturally, small companies would rather increase their low-cost labour force than
invest in software or automation to improve efficiency – ultimately choosing ‘quick
fixes’ over long-term productivity. Even so, we strongly believe that more and more
companies will eventually realise the importance of technology as they scale up and
their business grows, and we will be here to help them when that happens,” says Mr
Meissner, who started his career as a freelancer at BOSCH, introducing electronic
communication systems and developing training programmes at the early onset of
the Internet era.
As a firm believer in the region and its potential, Mr Meissner initiated the founding
of AEB Asia Pacific back in 2001, at a time when the market was in its infancy stages
of growth. In this interview piece with Supply Chain Asia, Mr Meissner shares
his passion for Asia, thoughts on the region’s development, and insights into the
corporate culture of AEB.
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An Asian Passion
“I was immediately fascinated by Asia
upon my very first business travel as
one of the first delegates from AEB.
My respect and affinity for this vast
area, its markets, people, cultures, as
well as for its business performance
and potential grew steadily over the
years. It is simply an exciting region,
and it was obvious to me that an
industry boom is imminent here,”
explains the managing director,
who also holds a degree in electro
technology from the University of
Stuttgart.
Although currently in the midst of
transformation, one regional aspect
remains steady thus far: Mr Meissner
believes that Singapore will continue
to be “the natural hub for Asia,
especially for a software company”.
Citing high-skilled labour, developed
infrastructure and strategic location,
Singapore is the logical choice for the
industry.
“In fact, we have aligned to the
region’s hub strategy and our team in
Singapore is responsible for managing
all our clients in Asia, with particular
focus on those in the emerging
markets. Our office is fully equipped
with the necessary skills to serve

the entire region,” says the managing
director, who is also a member of the
AEB executive board since 2003.
A Diamond in the Rough
Mr Meissner remains optimistic
about the rise of Asia Pacific, although
the supply chain industry here is still
hesitant and refrains from embracing
technology too quickly.
“Asia is still considered a challenging
area today. It is difficult to understand
the region due to its complexity as it
transforms from a manufacturing hub
to a formidable market. As such, I still
see the region as uncharted waters in
a way, despite the tremendous growth
and present opportunities. Supply
chain and logistics management will
play an increasingly important role in
supporting the continued growth and
transformation of Asia. Our customers
understand this development, and
they have implemented a global
approach including a foothold in
Asia, even if they do not have their
headquarters in the region,” explains
Mr Meissner.
Despite emerging markets, such as
Vietnam and Myanmar, still at the
early stages of development, AEB
is determined to stay and further
establish a strong footprint in Asia.
“Our ultimate goal is to further grow
and increase our market share. For
more sophisticated markets such as
Singapore, Malaysia and Indonesia,
we are continuously enhancing
our solutions and services to meet
the demands and challenges of
complex supply chain networks. At
the moment, we are also preparing
ourselves for the upcoming ASEAN
Economic Community. We plan
to leverage the knowledge of our
experts in the area of European Union
set-up, dynamics and challenges
and share experiences. We can then
combine our best-practises and
lessons learned with local demands
in Asia in order to shape the right
services for the region, and support
its growth. We are taking a proactive
approach in this,” says the managing
director.
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Strength
Approach

in

the

Integrated

While many software companies
pride themselves with multiple
acquisitions to expand their portfolio
nowadays, AEB strongly believes in
developing own solutions to expand
its comprehensive software suite to
best support their clients from end to
end.
“Our strategy is to provide an
integrated solution with a global
approach. Many of our competitors
buy into markets, which frequently
results in a fragmental landscape
of solutions that do not fit together.
We develop our solution portfolio on
our own, and we manage it on our
own. We have the skills to ensure
that our solutions are continuously
maintained. In fact, we have clients
using our ASSIST4 solution for
the past 20 years to support their
business throughout all stages. And
of course, these clients work with
the latest technology because we
constantly update our software,”
shares Mr Meissner.
Investing in Talent is Investing in
Success
Employers usually prefer to give their
new staff members a quick head
start by promptly piling assignments
on their desks. After all, what is the
quickest way to learn than by handson experience?
At AEB, however, new employees
have to go through an intensive sixmonth training phase (12-month
in some cases) before they may
receive their first assignment. This
might seem like a risky move, but Mr
Meissner believes this is an important
investment, which is confirmed by
the company’s staff turnover rate.

decade, some even longer than me,”
says Mr Meissner, who himself has
been with AEB for the past 20 years.
Worth Every Cent
Many companies in the region are
hesitant to invest in technology
due to the potentially high cost.
Unlike their European counterparts,
Asian companies tend to be more
conservative when it comes to such
high investments aimed at longterm, internal improvement for future
growth. But Mr Meissner guarantees
that without investing in technology, a
company will not be able to grow or
keep its competitive edge.
“This is an important message for the
region to support its continued growth:
Even though implementing IT support
means investment in the beginning,
it is very much worth it. I understand
that investment in hi-tech is not seen
in the same positive light here as it
is in Europe, but such investments
will literally pay off - always and in
many ways. Without this investment,
businesses cannot be cost-efficient
and succeed in the long run. We look
very forward to being part of Asia’s
ongoing developments, and engaging
the region’s businesses in further
discussions about strategies, goals,
challenges and latest solutions.”

What are AEB’s goals
for 2015?
In the last few years, AEB has
successfully established a solid
partner channel framework, and
implemented a strong regional
sales strategy for approaching
diverse market and industry sectors
including existing, new and emerging
markets in the Asia Pacific region.
AEB will continue to build longterm relationships and strategic
partnerships with the valued
customers. Focusing on market
demands and product innovation
through AEB’s team of logistics and
foreign trade specialists will also be a
priority in 2015.
AEB’s strategy is to drive sustainable
and profitable business growth in
order to continuously increase the
company’s global market footprint
while helping AEB’s business
partners succeed and expand
in their respective markets. The
company also plans to leverage
AEB’s strengths in specific industry
sectors like high-tech, aerospace and
defence, retail, food & beverages,
pharmaceutical and automotive,
among others, to maximum
advantage.
AEB is looking forward to moving
into the next growth phase in Asia
with more flexible and expandable
solutions to meet new market
demands. The year will be an
interesting time as the new supply
chain blueprint for AEC takes hold,
and cross-border trading is expected
to increase with more regional
borders opening up.

“People are our most valuable asset,
so it is crucial to invest in them and to
continuously develop their potential in
order to retain them. Our belief in our
members of staff coupled with our
corporate culture and management
style has resulted in our low turnover
rate. We have many employees who
have been with AEB for more than a
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Karen Reddington
president, FedEx Express, Asia Pacific
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A Time of Strategic
Investments & Cost
Optimisation

F

edEx recently released its Q2 financial results in December, and while the
numbers missed analysts’ forecasts, they reflect solid growth to indicate a
bright future.

The delivery of e-commerce products remains the most sought-after service, and
the company is reshaping its airfleet unit in a bid to capture a larger share of the
market. The company is acquiring new airplanes to boost fuel efficiency, with the
recent collapse in oil prices expected to bring the costs down in the division.
With these changes come reshuffling of the management roles in Asia Pacific. Dr
Karen Reddington, who was the vice president, FedEx Express, South Pacific, has
taken up the role of President, FedEx Express, Asia Pacific, from January 2015.
She succeeded Mr David L. Cunningham Jr., who will return to FedEx headquarters
in Memphis, Tennessee to become chief operating officer.
In this role, Dr Reddington is responsible for leading the FedEx business across
the Asia Pacific region, including overall planning and implementation of corporate
strategies and operations across 30 countries and territories with more than 18,000
employees. In this interview with Supply Chain Asia, Dr Reddington shares the
company’s goal for the region, and expectations for the holiday season.
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The Asia Pacific Division comprises
of North Pacific, China and South
Pacific. In your opinion, which
region presents the most growth
opportunities for FedEx in 2015?
Which region presents the most
challenges? Why?
As a whole, the region is currently
the growth engine of the world,
with growth projected to average a
robust rate of 5.4 per cent per annum
between 2014-2018, comparable to
the pre-global financial crisis period
during 2000-2007. Within APAC,
China remains the fastest-growing
economy, with Thailand in second
place and the Philippines in third.
So there is tremendous potential
in these markets, and FedEx has
structured its operations in Asia
Pacific to harness this potential.
Smart strategic investments have
been made across the region, such as
the new FedEx North Pacific Regional
Hub in Osaka, Japan, complemented
by the FedEx Asia Pacific Hub in
Guangzhou and FedEx South Pacific
Regional Hub in Singapore.
Another
significant
opportunity
both for FedEx and the industry
is the increasing trade access to
regional economies through, for
example, Free Trade Agreements and
developments, such as the ASEAN
Economic Community.
However, we also see challenges. We
need to have policies to support trade
flows. When nations make global
trade easier, businesses prosper
and so do employees and their
communities.
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Latest reports indicate that FedEx is
reaping the benefits of a 20-month
push to reduce costs. Is this still
the strategy for FedEx in 2015?
FedEx has been highly successful
in tailoring its capacity and assets
according to demand. Starting in
October 2012, we embarked on a
drive to reduce our costs, with the
aim of saving US$1.7bn. To meet
this goal, we are undertaking a
combination of costs reductions,
efficiency improvements and service
repositioning. For example, we
parked older, less fuel-efficient aircraft
sooner than planned and shed 5,000
older vehicles.
As a result of this cost optimisation
process, our capacity is now much
better aligned to demand, and we’re
now investing in more cost-efficient
resources to supply that capacity.
So it is true that we are now starting
to reap the benefits of this strategy,
and our global profit forecast for
fiscal 2015 was higher than a number
of analysts were expecting. Over
the course of the coming year, we
will continue to make strategic
investments in tailoring our offering in
the region according to demand.
FedEx has received licenses in
China to extend domestic express
package services to Beijing and
other cities without needing jointventure partners. What does this
mean for FedEx? What is the next
step?
As trade within, into and out of China
continues to grow, this growth will
drive the development of China’s
logistics industry. China has recently
overtook America to become the
biggest economy in the world,
estimated to be worth US$17.61tr,
compared to US$17.4tr for the
US, according to the International
Monetary Fund. Its logistics industry
is expected to show double-digit
growth over the next five years,
continuing a trend of 21 per cent
compound annual growth since
1991. The development of the supply
chain and logistics industry is vital to

China’s international competitiveness
and to the sustainability of its growing
economy.
FedEx has a long history in China
and is well-positioned to harness
growth opportunities in the country.
We first started doing business in
the country in 1984. Today, domestic
and international trade with China
represents significant opportunities
for FedEx, and we will continue to
implement infrastructure and service
enhancements that are in line with
the needs of the market. For example:
• Our new International Express
and Cargo Hub at Shanghai
Pudong
International
Airport,
with designated on-site customs
clearance. Slated for completion
in 2017, the new hub will triple the
capacity of our current facility in
Shanghai and will help us facilitate
growth in trade, notably between
eastern China and the US and
Europe.
How did FedEx Express prepare
for its holiday season for the Asia
Pacific region? How successful
was the company in meeting its
targets?
Before the start of the peak period,
we estimated that we would move
290 million shipments – an 8.8 per
cent increase in overall year-overyear Peak seasonal volume. We also
predicted that December 15 would
be the busiest day in company
history, with a forecasted 22.6 million
shipments moving around the world.
Both within APAC and globally,
FedEx has taken several measures to
prepare for the busy peak season:
• FedEx maintains close collaboration
year-round with customers around
the world to understand their
specific needs and forecast for
anticipated volumes during the
holiday season.

• The company added more than
50,000 seasonal positions across
its operating companies, including
package handlers, helpers, drivers
and other support positions.
• Within Asia, we are able to
mitigate the issue of tight capacity
(particularly on the Asia-to-US lane)
by adding extra sections when we
fly into Asia. We have done that
consistently during the month of
December and it has helped us to
manage capacity globally.
FedEx is using enhanced visibility
technology to help customers plan
for package deliveries and pickups.
Both globally and in Asia, our tracking
technology, coupled with networkwide improvements, offer customers
increased visibility of their shipments,
including clarification as to exactly
when a package is available for pickup
at FedEx locations (for customers
using the Hold at Location service) and
increased visibility into a package’s
journey, from the time FedEx takes
possession of the package to its
estimated delivery date.

According to your biography, you
are a three-time recipient of the
prestigious FedEx Five Star Award.
Can you share with us more about
this award? In addition to this
award, how does FedEx reward its
best employees?

FedEx will continue to pursue our
strategy of tailoring our solutions
to the needs of particular vertical
industries. The most notable ones
in the region are e-commerce and
healthcare, and we have developed
solutions to support those industries.

The FedEx Five Star Award is the
most prestigious FedEx award for
individual achievements. Its purpose
is to recognise inspirational team
members who deliver exceptional
business results while exemplifying
quality driven management (QDM),
innovation
and
excellence
in
execution. I was very proud and
flattered to receive it.

If you could only choose one
instance, what would be the
pivotal moment in your career for
FedEx?

Awards are just one way that FedEx
recognises employee merit and
achievements.
Other
examples
include FedEx’s proud track record of
promoting from within: in APAC, more
than 75 per cent of directors and
managers have been promoted from
more junior positions. This includes
my own appointment as president,
Asia Pacific, succeeding Mr David L.
Cunningham Jr., who was promoted
to a role at HQ in Memphis, as well
as my own successor in my previous
role as vice president, South Pacific,
Mr Kevin O’Hearn.
As a company, FedEx is committed
to diversity and equality: in APAC,
women occupy 37.5 per cent of
director positions and 29.7 per cent
of management roles, for example.
What is the company’s plan for the
region for the next 5 – 10 years?
FedEx will continue to adapt our
resources, capacity and service
offerings according to demand.

It would have to be my move into a
management position in 2000, when I
took up the role of Manager, Network
Planning and Implementation. The role
gave me the opportunity to develop
others to help them succeed, as well
as making my own contributions,
which I found highly rewarding.
My move into a management
role also enabled me to deepen
my understanding of the FedEx
philosophy of People-Service-Profit
(PSP), which (like all FedEx managers)
I was responsible for upholding. PSP
is shorthand for making every FedEx
experience outstanding. Like a circle,
all three elements work together
continually, feeding one another to
support our company.
Central to PSP is open dialogue and
engagement with team members,
which can tell us what is working and
what does not. Experience proves
that this approach works: more than
99 per cent of employees in Asia
participate in our annual surveys.
In follow-up meetings, managers
sit down with teams to hear any
concerns, and together the team
develops and commits to a plan of
action.

In terms of our resources, Boeing’s
latest global air cargo forecast show
that the Asia-to-North America
and the Europe-to-Asia routes will
continue to be the dominant world air
cargo markets with the most traffic
volume. If we can operate these longhaul routes more cost-efficiently, we
can reduce our trip costs significantly,
so we are investing in our aircraft
fleet, and replacing older aircraft with
newer, more cost-effective and fuelefficient aircraft.
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Strategy

EXECUTING
MULTICHANNEL BLUE
OCEAN STRATEGY
By Tom Craig, President, LTD Management

“We typically lose out when a market
commoditises and we no longer
differentiate, further aggravated by
us being too slow or expensive.”
(Frans van Houten, CEO, Royal Philips
Electronics)

T

oo
many
manufacturers,
wholesalers, and retailers do the
same old thing when it comes to
supply chain management. They lack
competitive differentiation that new
supply chain management provides.
As a result, these firms compete on
price. They have created a de facto
world of commoditisation that means
reduced margins.
These firms treat their supply chains
as cost centres. They provide standard
monolithic supply chain services that
have problems. These companies
lack supply chain value innovations for
customers. They are far behind the
new supply chain paradigm that gives
rise to blue ocean strategy. Instead,
these enterprises are moving closer
to competitive black holes.
Companies can create a blue ocean
strategy with the new supply chain
management. Examples of strong
opportunities are—
1) New e-commerce
2) Global e-commerce
3) Multichannel/omnicommerce
4) Competitive differentiator

27 digiMag

A blue ocean strategy with the
new supply chain is continuation of
progress for some companies; for
others, it involves transformation.
And it raises questions.
Why are so few firms positioned
to exploit these opportunities? Or
the counterpoint, why are so many
companies stuck in the rut of what
they are doing and cannot and do
not move into these openings?
Why are they more likely to change
the colour of a box as an attempt to
grow business instead of changing
how they use their supply chains to
expand? Why do any strategies of
theirs not recognise supply chain
management?
You can easily identify these firms.
Instead of seeing e-commerce as
a strategic, competitive disrupter
to traditional selling, they basically
think of e-commerce as sales done
by a website and shipping orders
via parcel carriers. They have much
money tied up in inventory—and
many are products which do not
sell or are outdated. They rationalise
about the low cost of capital to
explain inventory levels. But they
had the same problem when interest
rates were higher. Yet with all the
inventory, they struggle to deliver
orders, complete, accurate, and ontime.

Look at this quote from Mr Kevin
Plank, CEO, of Under Armour on what
he sees for online shopping—“One of
the big themes you hear right now is
virtual reality. Imagine the day when
you can put on a headset and actually
walk through a mall. That is how you
have to think about selling online in
three or four years.” How many firms
doing e-commerce see that as reality?
And what will they do about it?
Online buying—and its novelty-has matured. Now there are new
demands that customers have for
instant gratification. Waiting many
days for delivery is not instant
gratification.
The gap between
ordering and in-my-hands time is part
of the important sales challenge that
immediacy addresses.
Divergence is occurring, both with
e-commerce and with supply chain
management.
New e-commerce,
unlike
old
e-commerce,
has
immediacy to it, as Amazon and
a handful of others understand.
Delivery expectation is moving to
within 48 hours of ordering. Prompt
immediate deliveries complement the
convenience of online commerce—
and not going to brick and mortar
facilities.
Days, even weeks, to
deliver complete orders negates
the benefit of e-commerce and puts
the advantage back to stores for
immediate product availability and
order completion. The requirement
of immediacy challenges the concept
of click-and-collect as a solution—
and positions click-and-collect as
a transient niche. Immediacy also
negates much of customer returns
caused by buyer remorse from
impulse buying.

Even businesses—and their supply
chains—that
originated
with
e-commerce are falling behind and
are becoming commoditised as to
basically do the same thing. They
were designed along customary
ways to pull orders and ship. These
use website design and shopping
cart technology to mask inventory
and other supply chain issues. The
concerns were ignored before; now
they are becoming obstacles to
repeat order placement and customer
retention as the new e-commerce
grows.
Using old supply chain practices with a
new business model is shortsighted.
Trying to copy what another company
is doing is not strategy. Imitation may
be a form of flattery, but it is a poor
substitute for the kind of supply chain
management needed for blue ocean
strategy. Copies are not as good as
originals.
Having a supply chain organisation
does not, by itself, create blue ocean
opportunity. Everyone has a supply
chain group. Not everyone does
supply chain management as a way to
develop new business opportunities
and to create important competitive
differentiation.

The blue ocean supply chain uses the
new supply chain management and—
• is designed from the customer
back through the company and to
suppliers. That provides way to
incorporate service. It is not based
on just picking and shipping orders
from their facilities.
• is segmented to tailor and provide
best service to key sectors. That is
contrary to the monolithic supply
chain now used.

About the Author
Tom Craig is president of LTD
Management, a cutting-edge, global
consulting firm that provides strategic
and tactical consulting in logistics and
supply chain management.
www.ltdmgmt.com

• is built on integrated process
throughout the entire supply
chain. This is different from trying
to cobble dysfunctional company
activities together.
• includes
high-level,
integrated
technology that provides visibility
across the supply chain, uses RFID
at the item level, and works on
all devices. It is more than WMS
and using carrier track-and-trace
information.
• uses logistics service providers
that
complement
innovative
supply chain service. It is about
performance, not low price bids.
The new supply chain enables a firm
to be more responsive to customers.
It compresses time. All of it builds
brand and creates competitive
advantage and value to customers.
Innovative supply chains support blue
ocean business strategies for global
e-commerce and multichannel sales.
All of this means increased revenue
and profits.
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CLICK&PICK®
UNLOCK THE POTENTIAL OF YOUR
E-FULFILMENT

FAST, SCALABLE AND ACCURATE
In today’s competitive world, retailers must be able to deliver the right orders to the right customers at the right time. Errors and delays in
order fulfilment can have lasting negative impacts on your brand, whilst maintaining high stock levels can tie up capital and limit flexibility.
As a full service partner of automated e-fulfilment solutions, Swisslog enables you to achieve the highest throughput at the lowest cost,
efficiently handle large SKU ranges and accurately meet delivery demands and requirements.
Warehouse Automation – Design, Develop and Deliver.
Email: wds.sea@swisslog.com

www.swisslog.com

Omnichannel necessitates distinct
ways to service each channel’s
customers.
Supply chains often
have a single focus and are an
amalgamation of discrete actions by
internal and external parties that add
time. Time is critical for the service
required by customers.

Old Supply Chain
Management for e-Commerce
/ Multichannel

VS

• Are segmented by channel

• Are monolithic

Supply chains are not designed to
effectively handle multiple, distinct
channel needs, especially those that
are speed sensitive. The monolith
supply chain management is becoming
outdated by omnicommerce service
demands.

• Are defined by functions

New supply chain dynamics are
emerging.
Omnichannel
and
its e-commerce have become
competitive forces for supply chains
that force changes with internal
and
external
participants
and
stakeholders.

• Focus on inventory

• Are defined by integrated
process

• Are measured by costs

• Are measured by performance
and service

• Focus on orders

• Focus on customers

• Focus on shipping

• Focus on delivery
• Focus on product positioning
and availability

• Struggle to ship orders
complete, accurate and
on-time

• Deliver orders complete,
accurate and on-time

• Utilise technology primarily
for functions, such as for
warehouses and “track and
trace” transport for orders

• Utilise integrated supply chain
execution technology across
the supply chain

The new supply chain is innovation. Where are you on the adoption curve?

100

75

25

0
Early
Majority
(34)

Late
Majority
(34)

Laggards
(16)

Market share %

50

Innovators Early
(2.5)
Adopters
(13.5)

New Supply Chain
Management for New
e-Commerce / Multichannel
Blue Ocean Strategy

Where are you on the blue ocean
supply chain for your industry and
market—innovator, early majority, or
laggard?
What are you waiting for? What does
it take to begin to transform your
supply chain approach and take your
company to new areas and to higher
levels? Do not be complacent. Do
not become a non-factor or obsolete
from competitive conditions or
changing markets.
The change for supply chain
management has begun. The power
of this new supply chain will not
be limited to omnicommerce. It
will transition to and transform
supply chains for many channels,
industries and markets who will want
“immediate” service performance.
Drive strategy. Drive change.
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High-Tech
Distribution Centre
for Dairy Products in
Southeast Asia
By Carsten Spiegelberg, General Manager, Systems & Automation – Asia, SSI Schaefer

F

or the “Mega Factory“ of Vinamilk
Ben Cat district facility, the
leading dairy company in Vietnam,
SSI Schaefer has implemented the
most modern distribution centre in
the country. A high-bay warehouse
and conveying system with tailored
system
components,
efficient
material flows with the first electric rail
guided vehicle system in Southeast
Asia as well as the intelligent logistics
software WAMAS® offer continuous
automated processes with high
capacity throughput.

Until now, such a distribution centre
did not exist in Vietnam. Highranking government representatives
attended the official opening of the
new distribution centre in July 2013
signifying the importance of the
project in the South-Vietnamese
province of Binh Duong. On an area
of more than 20 ha, the Viet Nam
Dairy Products Joint Stock Company
(Vinamilk) built its first “Mega
Factory” in the My Phuoc Industrial
Park. Four hundred million litres of
milk are processed at the production
site every year. In April 2014, they
have furthermore started producing
baby food. The production volume
shall be increased to 800 million litres
until 2015. “With this factory, one of
the most modern dairy distribution
centres in the world is here,” proudly
emphasises Vietnam’s Vice Premier
Hoang Trung Hai during the opening
ceremony.
In fact, the production volume of the
“Mega Factory” can cover a large
portion of the liquid milk demand
for the entire Vietnamese market.
The factory is fully automated from
goods receiving of the milk and base
materials up to end-product storage.
“Controlled by a central IT system,
this ensures the best quality of
products and the highest efficiency
in manufacturing and storage,” states
Ms Mai Kieu Lien, the company
chairwoman of Vinamilk.

Nearly 28,000 storage positions are
available in the eight aisles of the
high-bay warehouse for single-deep
storage.
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The award for design, planning, and
implementation of this finished goods
storage and distribution centre was
given to SSI Schaefer, Giebelstadt,
after an international tender. As
general contractor, the intra-logistics
specialists created a turn-key facility
with a high-bay warehouse (HBW),

front-zone, picking and shipping area including floor slab, roof, wall, HVACR
and sprinkler system in a timely
manner. “SSI Schaefer is a worldwide
leading
supplier
of
intelligent
warehouse solutions,” justifies Mr
Trinh Quoc Dung, factory manager at
Vinamilk the award of the contract.
“The system supplier provided a
comprehensive solution tailored to
the local requirements, offered all
services from one source starting
with the construction of the building
to the equipment and finally to the
WMS and gave us the confidence to
finish such a challenging project on
time.“
The new distribution centre is located
directly next to the production
buildings. The milk products filled
in TetraPaks, boxed and palletised,
reach the “Smart Warehouse”
via two transfer stations. The
logistics software WAMAS of SSI
Schaefer does not only carry out the
warehouse management system, but
also ensures efficient material flow
control and picking processes. An
integrated visualisation furthermore
offers high transparency regarding
plant capacity and processing states.
“The WMS is one of the specialties
of the plant,” comments Mr Dung.
“It directly communicates with our
ERP system as well as the production
management system TetraPlantMaster. Production reports are
quickly accessible, offering us high
transparency and flexibility in the
warehouse and allowing us optimal
tracking of our products.”
SSI Schaefer has installed a fullyautomatic dynamic rail guided vehicle
(RGV) system loop to service both
transfer stations from production.

The rail-based transport system is the
centrepiece of the automated material
flows in the distribution centre of
Vinamilk. With its 15 vehicles, it
provides all demand positions in the
distribution centre with the pallets
from production. Being the first time
that SSI Schaefer has used an electric
rail guided vehicle system for intralogistic material flows in Southeast
Asia, the system enables efficient
material flows at minimum space
requirements.
In addition, the rail route can be
flexibly extended for new production
lines and for additional storage aisles
to cater for further expansion needs.
Additional transfer station from
the production and the respective
extensions and connections of
the RGV system were taken into
consideration in the plant layout.

The picking is done using twelve
electric pallet movers which serve
as mobile picking cars. The cases
are then picked from the front pallet
on pick buffer lanes directly onto the
shipping pallets.

With its narrow curve radius and
space-saving footprint, the nearly
370m long railway of the RGV system
creates a “T” form in the plant layout
with the top portion of the “T” as
the interface between production
and the warehouse. The transfer
systems from the production are
located at this top portion. With their
double load handling devices, the
RGV vehicles accept the pallets and
move them with a speed of 90m/min.
counter-clockwise – along the around
130m long lateral side of the new
warehouse – to the nearly 35m wide
front side of the HBW. On their circuit,
they first serve the transfer spurs for
the storage and retrieval machines
(SRM) of the eight aisle HBW.
The new, finished goods product
storage has a height of nearly
32m. Special feature: SSI Schaefer
calculated the statics for the entire
superstructure and steel structure
with consideration of seismic
requirements – from the bracing
towers to the beams and bracings,
frames, and SRMs. Nearly 28,000
storage positions are available in
the 8 aisles of the HBW for singledeep storage. They are designed for
industry pallets mostly used in Asia
(1,000 mm x 1,200 mm) with a weight
of up to 1,100kg. Up to 50 different
items in three different product
groups are on stock. The storage and
retrieval is done by eight SRMs, type
Exyz, the most modern and effective
SRM generation currently available on
the market.

With its innovative design features
and the compact, modular design,
Exyz offers a multitude of advantages
in efficiency, high flexibility, and
more storage capacity. Even in their
standard version, the machines
are equipped with efficient power
recovery systems. An additional
advantage is that all functional units
are pre-mounted in basic modules
and in a way that they can be loaded
comfortably in a standard shipping
container.
“With this design principle it was
possible to ship the SRMs comfortably
to Vietnam,” says Mr David Goss,
project manager SSI Schaefer. “The
basic modules also allowed an
entirely new way of assembly on site.
Because of the pre-assembled and
tested components at our factory,
delivery and installation time was
considerably more efficient.” This was
another reason why SSI Schaefer was
able to hand over the entire project
in Vietnam ready-for-use including
construction within only 18 months
after receiving the order.
Within 60 minutes, the SRMs move
92 pallets from production into the
HBW and store them. The RGV
system can in parallel transport up
to 184 retrieval pallets per hour from
the HBW into the shipping area – of
those, 147 are full pallets and 37
buffered pick pallets or mixed product
pallets. The loop of the RGV system
transports the retrieval pallets to a
double transfer position which is
located directly opposite the front
side of the HBW. From this point, the
pallets are forwarded to a conveying
system which serves two shuttle
cars and one vertical conveyor. Each
shuttle car serves eight shipping
lanes with a buffer of up to 16 pallets
per shipping lane and each lane
consisting of gravity-fed conveyors.
Each lane services a batch which is
loaded on the dispatch truck.

The rail-guided vehicle system is the centrepiece of the automated material flows and provides with 15 vehicles all demand
positions in the distribution centre with the pallets from production.
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Shuttle cars serve the shipping lanes
in the dispatch area. Each shipping
lane consists of gravity fed conveyors
and services a batch which is loaded
on the dispatch truck.

The vertical conveyor moves the
pallets into the second floor above
the shipping conveyors. There, the
picking locations for the case picking
are installed on an area of nearly
1,200 m2. The lift transfers the pallets
to a conveying system which serves
two shuttle cars. They transfer the
pallets to the rear of a double-deep
picking lane made of gravity roller
conveyors. A total of 53 picking lanes
are available. The picking is done using
twelve electric pallet movers which
serve as mobile picking cars. The
employees get picking instructions
via WLAN on the integrated pickterminals of the picking cars. The
cases are then picked from the front
pallet on pick buffer lanes directly
onto the shipping pallets. The logistics
software WAMAS not only cares for
route-optimised picking, but also
considers restrictions for a stable and
volume-optimised compilation of the
order pallets.

After the case picking is completed,
the order pallets are wrapped and
labeled. Afterwards, they are put on
a conveying system that moves them
back to the lift. Via the lift, the pallets
are returned to the conveying system
on the bottom level. According to the
specifications of WAMAS, the prepicked order pallets are forwarded
to the transfer positions at the RGV
system. Once on the RGV loop, the
picked pallets can be sent to the
warehouse storage where they are
buffered for order consolidation or
they can be sent back to the pallet
conveyor dispatch lane area. WAMAS
calculates and controls the sequenced
supply according to the order.
“With the electric rail guided vehicle
system we can use the same
system component for all storages
and retrievals,” summarises Mr
Dung. “No cross traffic and efficient
processes.” This is illustrated by the
throughput data. Regardless of the
complex material flows, 188 pallets
per hour can be facilitated in shipping,
147 fully-wrapped pallets and 41
pick pallets. The current production
volume of around 2,000 pallets per
day is turned over in one shift. “The
process-optimising control by the
WMS of SSI Schaefer furthermore
reduces our throughput times and
has nearly reduced our error rate to
zero. The entire solution excellently
supports our growth strategy“,
explains Mr Dung.

About the Author
Carsten Spiegelberg is the General Manager for System & Automation with SSI
Schaefer Asia. He studied Electrical Engineer, and has been living and working in
Singapore since year 1996. He has been in logistics for more than 25 years and
has been the key player in setting up SSI Schaefer’s Automation business across
APAC, Middle East and Australia.
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Is It Possible to
Exceed Customer
Expectations for the
Service Industry?
By Nizam Agil, Vice President, Customer Service, DHL Express Singapore

W

hen was the last time
a
service
company
truly
exceeded
your
expectations?
As Customer Service professionals,
we probably pay more attention to
this question than others, and with a
more critical eye. However, while the
satisfaction (or utility as an economist
would put it) from purchasing a
product often increases significantly
from the moment you unpack and
begin consuming it, I would argue
that for many services, the increased
satisfaction delivered is very rarely as
high.

About the Author
Nizam Md Agil currently assumes the role of Vice President, Customer Service Director
of DHL Express Singapore. With over 15 years of experience in customer service
management, Nizam is responsible for leading the country Customer Service team and
driving service excellence for DHL Express customers in Singapore. Under his leadership,
the Customer Service team received 14 awards from regional and local organizations in
2014.
Nizam joined DHL in 2004 and has since held key positions in the Customer Service
department within the DHL network in Malaysia, Germany and Singapore. He was Director
of Customer Service in Malaysia in 2008 and Global Head of Quality in Singapore from
2010. Before his current appointment in 2012, Nizam was leading the National Ground
Operations team in DHL Express Malaysia.
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Nowhere is this truer than in the
world of logistics. When a customer
is paying you to deliver something
within a specific timeframe, the
upside, at first glance, is limited. You
can get it there on time and in one
piece. But that i s what the customer
expects. Even getting it there earlier
might not be welcomed. At the
same time, the risk to disappoint
is huge. Delivering something late,
not at all, or in worse condition than
when it started the journey is almost
guaranteed to create immense
dissatisfaction.
And that is not all. The numerous
interactions a customer has with
diverse interfaces in a service
transaction often bring another
important dimension into play: human
relationships.
From the account manager who
makes the pitch, the booking
agent who takes an order and the
operational employee who delivers
the service, right through to the billing
department that issues the invoice
and follows up on payment, in most
businesses (even in today’s digital,
automated world) there are still likely
to be numerous people who provide
different aspects of the service you
receive. The professionalism and
attitude of every single one of them
can have a massive influence on your
experience as a customer and your
perception of the service.

Thus, it is important to pay the same amount of attention to services as to operations, if not more. We have identified four
core areas which are essential to delivering service excellence and these can be applied across different service industries.

Build a Dialogue with Customers
Ensuring that the voice of the customer resonates throughout the organisation is essential to great service.
To effectively measure service performance, service providers have to communicate openly with customers
and proactively gather feedback from them to identify areas for improvement. Customer surveys are effective
tools to track customer satisfaction across all touch points where they interact with your company, from call
centers through to the points of delivery.

Create an Insanely Customer-centric Culture
Alongside a bus arriving on time or a driver who simply smiles at you can have a huge impact on your
perception of a journey on public transport. The only way to drive this perception in the service industry is
through promoting a culture that is “insanely” customer centric, with the customer at the forefront of every
activity. As highlighted earlier, service is not just the responsibility of the customer service department. At
the same time, the customer service function, given its expertise in this area, can play a key role in focusing
the whole organisation on customers.

Set Clear Key Performance Indicators
While a service culture is largely an intangible thing, the “measurables” are still important. And while green
scorecards aren’t an iron-cast guarantee of success, they’re still extremely important. When set properly,
they help to focus teams on achieving a common objective and managers to identify areas for continuous,
incremental improvement. Performance indicators should be built around service quality from the customer’s
viewpoint, and they should be constantly visible to top management.

Think Global, Act Local
As a global service provider, every employee in your organisation has to speak one common language and
offer customers with standardised products and services which they expect to receive no matter which part
of the world they are in.

The key lies in employee training and development. Companies, especially MNCs
with global operations, have to invest in training and development programmes
that will equip employees with common standards and foundational skill sets.
On top of having consistent service quality, customer service employees have
to also act local by offering tailored service to different customer segments
based on their behaviors, opinions and responsiveness, to achieve higher levels
of customer satisfaction.
The service industry, despite its name, can be one of the hardest in which
to consistently deliver great customer service and to exceed customers’
expectations. However, through focusing relentlessly on the little details that
drive quality, listening intently to what your customers are telling you, and
making sure that every individual in your business understands the impact
they can have on the customer experience, you can deliver value beyond the
“transaction” level and ensure long-term success.
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The Future of
Commodity
Forecasting in Asia
By Alagiri Samy, Solution Manager, Supply Chain Solution, BRIDGEi2i Analytics Solutions

S

outh East Asia’s export was at
$300bn during 2013 and this
was without including the major
manufacturers like China, India and
Japan. China’s global exports alone
account to 28 per cent of the overall
export.
The question, yet unanswered, is,
where are the companies sourcing
the commodities for manufacturing?
For example, 30-50 per cent of
a typical laptop is made of metal
which in turn includes more than
20 different types of metals that

are heavily traded. And the rest of
the device is made from silicon and
plastics. Plastic, that is being used
for this manufacturing starts out as
a byproduct of petroleum before
undergoing heat-intensive processing
and chemical treatment to be used as
a part of the laptop.
These commodity prices have
historically been among the most
volatile. Measured volatility has not
been below 15 per cent and at times
has been more than 50 per cent. Often
the volatility of commodity prices
has exceeded that of exchange rates
and interest rates. The large price
variations are caused by disturbances
in demand and supply. Therefore
determining the commodity prices
for manufacturing operations for
the whole financial year has been
challenges to organisations.
For example, polyethylene which is
used in computers, laptops and other
accessories was traded at $347.67 per
ton during March 2013 and the price for
the same was $312.49 during August
2013. Imagine a manufacturing firm
buying during March when they had
an option to buy during the month of
August. That would have been a huge
cost saver for the manufacturer. All of
this calls for a good forecasting using
the historic data.
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Most
of
the
manufacturing
organisations could have saved
their money in procurement and the
easiest way could have been saving
it through purchasing these price
volatile commodities. The challenge
here is companies purchasing
commodities for the whole financial
year and therefore forecasting
the price prior two quarters is the
minimum requirement. But as nature
forecasting can be volatile, it has
always been a challenge when it is
done intuitively or by “guess work”.
The solution here lies in bringing all
the historic data together and starting
off the journey of forecasting these
price volatile commodities. Data
driven approach towards this problem
has helped many manufacturing
organisations in the past.

If we start looking at the data driven
approach in methodological way then
the first step would be to understand
your commodity landscape and stay
in know of the factors that affect
prices. This is a compulsory as every
commodity or organisation is very
different from the other.
Let me talk about a case study where
we worked with a sourcing analytics
team of a Fortune 500 PC and printing
company. We identified the drivers of
memory, HDD, resins and multiple
metal prices.
We also provided
component intelligence on batteries,
power supplies custom ACICs and
PCBAs. This process equipped the
organisation with the necessary
information that they are supposed to
know while they are purchasing their
commodities.

Can we do something more? Yes, we
worked with them on cost-forecasting
model using macro-economic data
and also developed should-cost
models for 80 per cent of component
portfolio. These data driven processes
equipped them with a robust forecast
accuracy which was ~25 per cent
higher than before and this resulted in
a ~5 per cent of annual cost savings
through forward contracting.
I am sure your manufacturing
organisation is also facing a similar
challenge in sourcing and the answer
to this question will always be - Data
Driven Approach.

About the Author
Consults Fortune 500 global firms across industries to monetize value from Analytics by
analysing information, deriving actionable insights and delivering sustained impact through
operationalisation of Analytics. Former Editor in chief for MAARS India. Recognised as one
of the top 180 bloggers in the field of Big Data & Analytics by Data Science Central.
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GraysOnline Grows
Business and Boosts
Technology Productivity
By Paul Phillips, Regional Manager, ANZ, Honeywell Vocollect Solutions

G

raysOnline is an Australian
online retail and auction
company, offering a huge
range of consumer, industrial and
commercial goods direct from
manufacturers
and
distributors.
Starting
out
as
a
livestock
auctioneering company in Goulburn
in the 1920s, GraysOnline made the
decision to move online in 2000 in
order to gain access to a deeper and
broader market base.

About the Author
Paul Phillips is responsible for the
development of the Honeywell’s Vocollect
voice solutions business, via their partner
network, throughout Australia and New
Zealand.

Today, GraysOnline employs more
than 550 people throughout Australia
and New Zealand, incorporating
a highly-trained customer service
team as well as experts across more
than 80 product categories ranging
from electronic goods and wine, to
automotive and mining equipment.
In total, the company sells around
230,000 items each month to both
consumers and businesses.
Since the company made the decision
to migrate online almost 14 years ago,
it has grown consistently year-on-year
with its annual turnover increasing
from $50m to more than $400m.
It was on the back of this period
of unprecedented and continued
growth
that
six
years
ago,
GraysOnline decided to re-evaluate
its warehouse operations, which
involved consolidating its four existing
warehouses into one centralised
distribution centre (DC) of 323,000
sq. feet (30,000 sq. meters) at
Homebush, Western Sydney. During
this time, GraysOnline upgraded
its entire warehouse management
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system
(WMS)
to
Manhattan
SCALE: Supply Chain Architected for
Logistics Execution, to streamline
operations, drive greater efficiencies
and introduce some clearly defined
processes.
Two Companies, One Warehouse
Following
the
successful
implementation of an upgraded
WMS at its Homebush DC,
GraysOnline looked to further extend
its engagement with Manhattan
Associates to help facilitate continued
growth and integrate the inventory of
a newly-acquired company – online
department store oo.com.au – into its
existing warehouse operations with
minimal disruption to customers.
While
GraysOnline
made
the
decision for the two brands to remain
separate, they reviewed oo.com.au’s
warehouse operations and decided to
consolidate all inventory into the one
warehouse in Homebush. Previously,
oo.com.au was served via its own
warehouse in Roseberry. However, its
legacy in-house WMS had limitations
around control of inventory and the
ability to adapt to changing needs.

With over 30,000 products and
servicing 10,000 customers per week
on oo.com.au, GraysOnline needed
to ensure the integration of inventory
into the Homebush warehouse
was seamless and caused limited
downtime.
Mr Rick Jacobs, Warehouse Manager
at GraysOnline commented, “We
made the decision to integrate
oo.com.au into GraysOnline’s existing
warehouse, primarily to reduce long
term operational costs and streamline
processes, however we needed to
ensure that customers of oo.com.
au were not impacted at all by the
transition to the new warehouse.”
The company also recognised that
certain processes, including its RFenabled operations, were becoming
outdated and no longer offered
the flexibility, speed and accuracy
required to grow the business.
Thus, Manhattan recommended
voice as the ideal technology for the
company’s case-picking operation
to support GraysOnline’s fast-paced
e-commerce environment.
To this end, GraysOnline implemented
Vocollect Voice to realise the potential
of the new WMS.
Vocollect Voice works seamlessly with
a real-time interface to Manhattan
SCALE, ensuring that all instructions
are vocalised clearly to workers, and
that their respective responses are
correctly verified and registered in the
system.
The Vocollect Solution provides a realtime snapshot of the entire picking
operation, which is very important - as
what happens in one area of a facility
can quickly impact other parts in a
cascading manner. The information
transfer from each worker’s voice
device to the WMS allows process
optimisation in all areas of a facility
– making it possible to reduce time
per task, combine tasks between
workflows, and interleave tasks to
eliminate unnecessary downtime.

Additionally, as GraysOnline grows
and changes, new workflows and
functionalities can be included to
meet operational demands. The
highly-scalable and flexible voice
system is able to support these
changes and let its workforce grow
with the company’s ambitions.
Voice grows as the business grows
Vocollect Voice was chosen to replace
GraysOnline’s outdated RF-enabled
operations because it is a truly mobile
solution that provides a ‘Hands-Free,
Eyes-Free’ workflow. Workers can
concentrate on fulfilling their tasks
without having to flip-and-read slips
of order sheets, or constantly punch
the keypads of handheld devices.
The Vocollect Solution also facilitates
a real-time, two-way data flow
between workers on the distribution
floor and the WMS, making it easy
for managers to generate monitoring
reports, and to provide them with
comprehensive and accurate insights
on the operation – right down to an
individual’s performance.
Mr Jacobs stated: “We have
experienced great success since
deploying Vocollect Voice
and
implementing Manhattan SCALE
into the warehouse, gaining greater
control and visibility across our entire
supply chain while achieving a 15-20
per cent productivity improvement in
our warehousing operations. It was
this proven success that made us
confident this solution had the flexible
nature and integration strength
needed to ensure minimal downtime
during such a complex task.”
Employee safety also has improved
on the floor. Because employees’
eyes are up and looking at their
surroundings at all times, the chances
for injury have been significantly
reduced.

A Fast and Seamless
Integration
Since the integration, GraysOnline
has, and continues to enjoy,
innumerable benefits.
“The integration of oo.com.au’s
inventory into the existing warehouse
took less than one month, which is
unprecedented, particularly given the
scale of inventory and product SKUs
that was being integrated. Even
more importantly, however, we were
still able to service our customers
with minimal disruptions to orders
and deliveries during this transition
period,” commented Mr Jacobs.
Following the integration of inventory
and an initial settling period, the
Group improved productivity across
all areas of its warehouse operations,
gaining greater visibility and control of
inventory, specifically for oo.com.au
inventory whilst transitioning to the
new carrier.
“We now have far greater visibility of
inventory at every stage in the supply
chain. Our order picking capacity
doubled when we introduced
Manhattan SCALE back in 2008.
When the solution was subsequently
integrated with Vocollect’s Solution
to give us a voice-directed picking
capability,
there
were
further
significant gains,” said Mr Jacobs.
“If we take our wine division as an
example, with the Vocollect Voice/
Manhattan SCALE combination, we
are able to ship 2,500 – 3,000 full
cartons of wine per day, which is an
outstanding achievement given that
prior to using any of this technology,
we were picking approximately less
than a third of this amount with more
staff.”
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Who
Took Home
The HonourS at
SCA Awards 2014?

O

n 20th November, SCA Awards 2014 presented a record number of 34 awards – more than double the previous year’s 15 – reflecting
the strong growth and rising prominence of Asia’s SCM and logistics providers over the years.

The Awards aims to provide the next stage of recognition and appreciation for the supply chain industry. Through its 13 years of history
and going forward, the profile of the SCA Awards continues to soar among industry players – providing a distinct platform where
excellence and competency in the industry are celebrated, and successful industry players and service providers recognised.

Nominees for the Awards are generated by the Awards’ unique system of recognising excellence and competency in the industry
through readership and online voting, while the top winners selected by a panel of esteemed judges.
Once again, we would like to congratulate the award winners and thank our over 300 guests who supported the event.

supply chain
professional
of the year

Automotive

Koh Jin Kiat
(Overall Winner)
Regional Supply Chain Director,
Harley-Davidson

Consumer Electronics

Bjorn Vang Jensen
Vice President, Global Logistics,
Electrolux

e-Commerce

Marcelo Wesseler
Senior Vice President of eCommerce,
Singapore Post Ltd

Fashion

Roland Chong
Senior Director, Supply Chain
Initiatives, Asia Pacific, Estee Lauder
Group of Companies

High Technology

Jaya Moorthi
Director of Supply Chain & Logistics,
Asia Pacific, Hewlett-Packard Pte Ltd

Luxury

Anita Ho
Customer Service &
Logistics Director,
Hermes South East Asia Pte Ltd

Oil & Gas

Pharmaceutical

Travis Wong

Michael Tyler

Director of Logistics, Asia Pacific,
Baker Hughes

Senior Vice President, Supply Chain,
GlaxoSmithKline

Retail

Semiconductor

Dickson Yeo

Roxane Desmicht

Director (Supply Chain) of NTUC
FairPrice and concurrently CEO of
Grocery Logistics of Singapore

Senior Director Corporate Supply
Chain, Infineon Technologies

Innovation,
Software,
Sustainability
& Security
Awards

Supply Chain Distribution
Centre Innovation

Harley-Davidson

Green Supply Chain

Hewlett-Packard

Supply Chain Security
Supply Chain Security	YCH Group
Supply Chain Software of the Year	Oracle Corporation

YCH Group

Supply Chain Software of the Year

Oracle Corporation

organisation
Awards

Asia Container Port of the Year

Port of Singapore

Asia Air Cargo Port of the Year

Changi Airport Group

Asia Logistics Centre/Park of the
Year Award

Cikarang Dry Port Indonesia

Supply Chain Education Institution
of the Year

The Logistics Institute Asia Pacific

CORPORATE
Awards

Global 3PL of the Year

DHL

Asian 3PL of the Year

Toll Global Logistics

Container Line of the Year

Evergreen Marine

Container Terminal of the Year

PSA Singapore

Air Cargo Carrier of the Year

Cathay Pacific Cargo

Sea Freight Forwarder of the Year

Kuehne + Nagel

Air Freight Forwarder of the Year

DHL Global Forwarding

Overall Supply Chain Partner of
the Year

YCH Group

SPECIAL
Awards

Special Recognition & Tribute
Award (Posthumous)

Quek Keng Liang
Former Chairman of the Singapore
Logistics Association

Supply Chain Woman of the Year

Shalyn Lee
Vice President of Supply Chain, Asia
Pacific and Japan, Hewlett-Packard

Young Supply Chain Professional
of the Year

Hameed Ibrahim
Physical Logistics Controller,
Rolls-Royce

Most Inspiring Supply Chain
Professional of the Year

Stanley Lim
Chairman Singapore Logistics
Association

Visionary of the Year

Kelvin Wong
Assistant Managing Director,
Economic Development Board (EDB)

Hall of Fame

Essa Al Saleh
Chief Executive Officer (CEO),
Agility Logistics

SCAF 2014 Highlights
EVENTs

Supply chain is undergoing an exhilarating transformation in Asia. With the
rising middle class market, introduction of trade blocs (e.g. ASEAN Economic
Committee 2015), and development of new technology phenomenons (e.g. the
Internet of Things), industry players have to be prepared to reap the benefits and
manage the challenges.
This is the main goal of Supply Chain Asia Forum (SCAF). It is a platform for
delegates to discuss upcoming opportunities, tackle ongoing challenges, and
share their thoughts on the future of the industry.
With over 600 participants, SCAF 2014 was instrumental in providing a bridge for
our guests to network and discuss our upcoming challenges.
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With the theme e-Commerce & Supply Chain - Challenges, Opportunities & Impact set for the challenge, participants were
expected to present on the existing retail and e-commerce climate in their respective countries with the relevant case
studies before a panel of esteemed industry players.

Champions of AP-SCMC
JAX, Ngee Ann Polytechnic, Singapore
Benjamin Neo, Xavier Liew, & Tan Jia En
The Singaporean team delivered a convincing presentation to clinch the Gold prize!

1st Runner-up

2nd Runner-up

Logicom, National University of Singapore, Singapore

E-nnovators, PISM, Philippines

digiMag 58

The

Only Asian
Business Platform
Bringing Together:

Retailers, eCommerce Companies and Last
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for knowledge, partnership and business
opportunities
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Efficient Warehouse Systems
As a full range supplier of warehouse and logistics systems we
support our customers in a comprehensive and straight-forward way.
Irrespective of whether you decide in favour of a manual, partially
or fully-automated solution. For more than 75 years, we have been
designing concepts for all kinds of industries. We customise every
solution to the particular requirements of our clients in a cooperative
partnership. Using our many years of experience to your advantage,
we will demonstrate how to make your processes more efficient.
Schaefer Systems International Pte Ltd
P: 65/6863 0168 · regionalmktg@ssi-schaefer.sg · www.ssi-schaefer.com

